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TEXAS HISTORICAL COMMISSION
real places telling real stories




What Is a place brand?

Successful city brands marketed their history, quality of
place, lifestyle, culture, diversity, and proactively formed
cooperative partnerships between city municipalities and

government.




Audience




Sense of Place

Cultural
Experiences




Why Re-brand?

Every place has a current brand
whether it Is calculated or not.

No unique identifying features.

Lack sense of place.




Demographics
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[ The City Brand Identity
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! Pine Valley Brand Identity
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